ABSTRACT The industry of pet-related products and services has increased 10 times since the late 1990s, yet little is known about how pet owners consume pet-related services, let alone how best to segment owners into distinctive groups and market petrelated products to them strategically. To examine the segments within this market, this study forms its framework by incorporating factors from human -pet relationships, consumption values, information search behaviors and retail selection preferences. The main study included 578 Taiwanese pet owners. By using pet-related services, this research identifi ed three segments of pet owners through cluster analysis. With this study ' s fi ndings, the owners ' characteristics are elaborated with potential strategic implications for the service industry. The contributions of this research ' s fi ndings are discussed in light of recent consumer studies literature.
INTRODUCTION
From 1997 to 2007, the pet market grew 10 times and became a US $ 41 billion industry, 1 -3 yet little is known about how pet owners consume pet-related products and services, let alone how best to segment owners into distinctive groups and market pet-related products to them strategically . 4, 5 This gap in the literature is particularly relevant for pet-related services because they are intangible and are not for buyer ' s usage. So far, no known research has quantitatively examined and categorized pet owners ' consumption patterns of non-medical service-based products, such as grooming and shampoo. Although pet-related services are still smaller than food-or veterinaryrelated services, the growth potential of the former cannot be overlooked. 2 In the United States, pet services are booming at an impressive rate, although traditional pet products appear to have reached maturity. This trend will soon (if it has not already) appear in Asia-Pacifi c ' s major cities, such as Beijing, Shanghai and Guangzhou. 6, 7 This development presents commercial as well as research opportunities, as pets not only provide value to their owners but also infl uence their human companions ' behaviors. For this reason, understanding the segments within this market and their characteristics, such as key value orientations and behavioral patterns, is imperative.
Among the research that studied pet owners based on their behaviors, human -pet relationships were considered by researchers as a crucial factor. 8, 9 Previous research on animal companionship can generally be divided into three categories: studies of the meaning of animal companionship and its dimensions; 8, 9 examinations of the pet ' s perceived values and roles in modern society 4,5,10 -12 and research on the pet ' s infl uence on its owner ' s behaviors, including consumption patterns. 13 -18 Despite, progress having been made, scholars and practitioners still do not know how many meaningful segments exist within this market, what their characteristics are and how businesses, especially service-based companies, can market to them strategically. By investigating these issues, this study provides a synopsis of strategic segmentation approach and contributes to the emerging practice of applying marketing theories to generalize the behavior of consumers, as scholars have suggested. 19 -24 Cavanaugh et al 4 wrote ' future research could also explore how relationships with pets impact human consumption decisions ' . To explore these questions, this study develops its framework by focusing on the human -pet relationship ' s impact on an owner ' s consumption values, information search methods and retail selection preferences. 9, 14, 25 Both qualitative and quantitative studies are carried out to segment owners through the use of multiple pet-related services. This act is followed by the analysis and presentation of each cluster ' s characteristics. The fi nal section presents the fi ndings and implications of this research.
LITERATURE REVIEW The pet and owner ' s consumption behaviors
In accordance with Serpell ' s 26 study on animal companionship, a pet in this research refers to an animal that is domesticated, is taken care of by its owner and with which the owner has some emotional bond. The companionship of animals has been shown to give a number of positive benefi ts to an owner ' s physical, psychological and social well-being, which makes pets an increasingly important addition to modern households. In addition, aging demographics and decreasing numbers of children within some modern societies (such as the United States and the United Kingdom) have also contributed to the increasing popularity of pets. 27 -32 Within the range of animals that can be classifi ed as pets, dogs have a special signifi cance. According to a recent census, approximately 30 per cent and 25 per cent of American and British families, respectively, have a dog. On an individual level, owners spend between $ 9000 and $ 14 500 on their dogs throughout their dogs ' lifetimes. 19,33 -36 In a similar vein, dogs are the most common pets in Taiwanese households. 37 Moreover, Taiwanese owners have drastically increased their spending on pet-related products and services in recent years. Taiwanese pet owners spend about $ 7800 on their dogs and cats throughout their pets ' lifetimes. Nearly 40 per cent of the expenditures are on veterinary and other services. 38 During the same period, the birth rate in Taiwan has become the world ' s lowest. 39 Because certain Chinese cities such as Shanghai, Guangzhou and Chengdu are gradually showing similar trends (for example, having more pets, spending more on pets, aging demographics and declining birth rates), 6, 40 Taiwanese owners ' consumption behaviors can have important implications for practitioners and academics studying Chinese pet owners ' consumption behaviors.
Despite the fact that owners are spending more on their pets, Shore et al 5 suggest that some products (including services) are more appropriate when studying an owner ' s consumption behavior than others. In their view, non-necessities, including premium pet food, pet toys and other such accommodations, would be more appropriate for probing into the owner ' s relationship with his or her pet. Although these scholars ' contributions to pet owner ' s consumption behavior are apparent, they have focused exclusively on physical products, such as name tags, dog houses, toys and pet foods. Despite the rapid growth of pet-related services, the implications of these scholars ' studies are so far limited in their impact on this industry. Furthermore, no theoretical framework has been proposed to take into account the dimensions of relationships when examining consumption is made on behalf of the dependent. By including the pet ' s defi nition and market signifi cance, the next section examines the dimensions of the owner -pet relationship.
Dimensions of pet ownership
On the basis of the review of the existing literature, the owner ' s consumption values, information search behaviors and retail selection preferences are infl uenced by their relationships with their pets ( Figure 1 ). In some studies on the infl uence of children and infants on their parents ' consumption behavior , 41 -43 scholars have stated that some of the infl uences can be attributed to the children ' s abilities to actively express their opinions through methods such as pestering. However, pets cannot vocally express their preferences, and their relationships with humans are subject to change. Thus, the owners ' consumption decisions with regard to nonessential pet products can be attributed to their relationships with their pets. 3, 20, 44 Until now, coverage on this type of consumption scenario has been limited.
To build on the existing literature, this study proposes that certain dimensions of the human -pet relationship can be useful when segmenting owners ' consumption behaviors, as these dimensions can help segment owners ' general behaviors as well. 10, 11, 13, 14, 16 Furthermore, according to these scholars, this relationship is affected by both the owner ' s perceptions and the pet ' s characteristics. By considering the work on pet ' s roles in conjunction with the fi ndings of anthrozoologists, three dimensions of pet ownership have surfaced: attachment, interaction and the role of the pet as a human substitute.
Attachment
This study uses the defi nition of attachment put forth by Johnson et al, 9 which states that attachment is the ' degree of affection that may exist between individuals and their companion animals ' . Attachment has been the key variable for a number of anthrozoology studies. 8, 45 The prominent infl uence that pet attachment exerts on an owner ' s behavior has been acknowledged by scholars who have studied the pet owners ' consumption behaviors. 5,46 -48 For example, Shore et al 5 state that the infl uence of attachment can be observed during an owner ' s consumption of non-essential pet products, such as grooming and toys designed for pets. According to these scholars, the higher the attachment, the more likely the owners will purchase such luxury products. 
Consumption

Interaction
The second dimension, interaction, refers to a two-way partnership wherein both parties adjust their behavior to that of their partners. 49 In the studies conducted by Belk 47 and Harker et al, 50 both owners and pets have been shown to regularly adjust their behavior and lifestyle while interacting with one another. On the basis of their examples, interaction can be considered a signifi cant dimension when examining human -pet relationships. There is evidence with regard to interaction ' s infl uence on the owners ' consumption behaviors as well. 12, 48, 51 According to the aforementioned authors, some owners purchase products and services (for example, training lessons and equipment designed to engage pets in indoor and outdoor activities) that allow pets to be more sociable with their owners and other humans. Furthermore, issues such as the owner ' s willingness to incorporate pets into his or her life and the pet ' s role in the owner ' s social network are often investigated by scholars studying interaction.
Human substitute
According to the literature on anthropomorphism, more than 70 per cent of owners see their pets as human substitutes for children, siblings and / or friends. 52 Given the signifi cance of this dimension, this article suggests that human substitution deserves greater scrutiny. On the basis of Albert and Bulcroft ' s 53 defi nition of anthropomorphism, ' human substitute ' in this article refers to the tendency to attribute human characteristics to things that are not human. This dimension has implications for the consumption patterns of pet owners. In Brockman et al ' s 54 research, some owners would pay for their pets ' expensive medical treatments because animal companions were cherished as if they were human members of the pet owners ' family. Similarly, Holak ' s 1 study fi nds that some owners would prepare religious ceremonies (for example, funerals) for their pets, just as they would for their human family members. To study this dimension of the human -pet relationship, this research will focus on the activities that owners engage in with their pets and the role pets play in the owner ' s life in comparison to the roles other human companions play in the owner ' s life. 8, 9 In consumption terms, this dimension implies that owners will do things that are benefi cial to their pets, such as buying goods of superior quality. With respect to these three dimensions of pet ownership, this article hypothesizes that owners with different emphases will behave differently when purchasing services on behalf of their pets.
Consumption values, information search behavior and retail selection preferences
Consumption values
This study proposes that the human -pet relationship will affect the owner ' s consumption values, information search behaviors and retail selection behaviors. According to this article ' s review of the existing literature, these are three areas infl uenced by human -pet relationships. On the basis of the human -pet relationship literature reviewed previously and studies 3, 15, 46 on the individual ' s relationship with his or her possessions, owners who emphasize different dimensions of the owner -pet relationship will have distinctive consumption values. To examine these values, this study adopt Sheth et al ' s 25 framework of consumption values. The four consumption values in this framework are the following: quality, economical, epistemic and social. Sheth et al ' s framework has been used in several consumer studies, where it has been shown to be consistently applicable and valid. 55 -57 However, the products used in the existing studies are tangible products, and few studies have applied this framework to services.
Although no known research has explicitly adopted Sheth et al ' s 25 57 quality consciousness is defi ned by the owner ' s willingness to look for products that can provide superior performance, while being economical means that users will emphasize cost reduction when making consumption decisions. Similarly, other scholars have provided examples of how owners will seek social or epistemic values in their products because they have certain perspectives with regard to their relationships with their pets. 58 -60 For instance, owners who see their pets as social mediators are likely to buy products that allow their pets to interact with the owners or the owners ' social network. In this study, a service ' s social value lies in its ability to enhance a user ' s self-concept, and its epistemic value is related to the service ' s ability to arouse a consumer ' s curiosity, need for novelty and uniqueness. 55 Owners will look for services that underscore these values when making purchasing decisions on behalf of their pets.
Information search behavior and retail selection preferences
In the marketing literature, scholars have shown that a consumer ' s information searching behavior will be affected by the perceived importance of the product being bought. 61 -64 On the basis of this fi nding and the works by Lancendorfer et al 17 and Holbrook, 51 this research suggests that a pet owner ' s information search behavior will be affected by his / her relationships with pets. By that, it means consumers who are more attached their pets are more likely to use communication channels that are categorized as informational or need to be actively searched, such as print media (newspapers and magazines) or the Internet. In other words, these consumers like to and want to participate in this information search process. On the other hand, consumers who are less involved with their pets are more like to rely on broadcast media (television and radio) as the audiences of these media want to receive information passively. While analyzing involvement alone has its merits, this study can expand upon the current literature by drawing correlations between the dimensions of animal companionship and information search behavior.
This study suggests that the owner ' s relationship with his or her pets will have an infl uence on his or her preferences when selecting a retail shop. 5, 54 This connection has been supported by previous studies in the literature. 65 For instance, scholars have found that owners who place higher values on their pets are more likely to visit pet department stores that offer superior quality and variety compared with their counterparts. These fi ndings are explicated by Lalwani, 66 Lindquist, 67 and Spiggle and Sewall, 68 who have suggested that consumers ' behaviors during the retail selection process can be affected by three choice criteria: convenience, economy and variety. Although these fi ndings are valuable to the current understanding of pet owners, scholars have yet to focus on the service sector or to generalize their fi ndings to a larger population. By reviewing the key variables that can infl uence a pet owner ' s consumption behavior, this research have established a framework that considers the owner ' s relationship with pets and its potential impact on his or her consumption values, information search methods and retail preferences. To examine the proposed framework, this article will introduce the methodology used in this research in the following section.
METHOD
Before measuring the underlying dimensions of the owners ' value perceptions when selecting pet-related services against the background of the multidimensional model, this study followed Sweeney and Soutar 56 and Wiedmann et al ' s 57 procedures by conducting in-depth interviews with various subjects to modify existing measures and to identify the appropriate services to be used in the main study. After considering the pet products used by Shore et al, 5 this research interviewed 12 pet store owners and veterinarians from Taipei City and New Taipei City to formulate the potential list of pet services. This article compared their opinions and identifi ed the services that are common, fast growing and / or have high profi t margins. The subjects also confi rmed that although tangible products still generate more revenue, pet-related services (for example, massages) generate higher profi t margins and differentiate the subjects from their competitors.
This list was then cross-referenced with this study ' s in-depth interviews with 20 Taiwanese dog owners to ensure that the providers and consumers have similar opinions. The interviews were sampled through a purposive sampling method. The services examined in the main quantitative research were the following: (i) pet sitter and boarding services (for example, hotel), (ii) nutrition-related services (for example, spa and massage), (iii) grooming (for example, haircuts, styling and shampoo), and (iv) training (for example, obedience lessons). In addition, this study proposed framework appeared sensible in the view of the participants.
With respect to the geographic breakdown of this research, 30 per cent of the respondents were from Taipei City, 45 per cent were from New Taipei City, 3 per cent were from Keelung City and 22 per cent were from Taoyuan County. The four northern constituencies of Taiwan comprised 38.2 per cent of the human population and 37 per cent of the domesticated dogs in Taiwan. 37, 69 Trained interviewers were sent to and stationed at pet shops near major transportation hubs, such as subway and rail stations. Before the interview was conducted, the interviewers explained the purpose of this research to the participants. Once the survey was fi nalized, 685 participants were recruited through quota sampling. Within the survey sample, 578 were deemed to be valid, which means the study achieved a valid return rate of 84.3 per cent. The high response rate was likely because of two reasons: (i) gifts were given for completing the survey in the form of dog treats, and (ii) trained graduate students who could perform quick adjustments on the spot were used as interviewers. The participants were mostly female (58.7 per cent), worked in the service industry (28.6 per cent), and were between the ages of 20 -39 (73 per cent). In addition, 56.2 per cent of the participants were the primary caretakers of their pets.
The participants completed a survey that evaluated the consumption value variables, 56, 25 information search methods, 61, 62, 64 preferences when selecting retail shops 67, 68 and other key variables within the human -pet relationship. 8, 9, 53, 70 The study aimed to examine how owners ' consumption values and behavioral patterns could be strategically segmented and marketed based on their human -pet relationships. All the variables in the model were measured with multiple criteria. The survey measurement criteria for each variable are presented in Table 1 . The questionnaire items were rated on a 7-point Likert-type scale (1 = strongly disagree, 7 = strongly agree). A descriptive analysis can be found in Table 1 .
DATA ANALYSIS
The data were analyzed using SPSS and AMOS. All measures were analyzed for reliability and validity in accordance with the guidelines offered by Anderson and Gerbing 71 and Joreskog and Sorbom. 72 The following paragraphs explain how the data were analyzed. The human -pet relationship, the owner ' s consumption values, information search methods and retail selection preferences were uncovered by a factor analysis that used the principal component method with varimax rotation. The analysis produced three factors for the human -pet relationship, four factors for the owner ' s consumption values, two factors for information search methods and three factors for retail selection preferences, as shown in Table 1 . A Kaiser-Meyer-Olkin measure of 0.89 summarized 12 items for the human -pet relationship, 15 items for the owner ' s consumption values, 3 items for the information search methods and 8 items for retail selection preferences. Given that the Cronbach ' s of all the factors range from 0.75 to 0.91, the factors are deemed to be stable for any measurement. 73 The research was driven by the need for a clearer conceptualization and measurement of human -pet relationships and the pet owner ' s consumption values, information search behaviors and retail selection preferences. As a multifactor solution that largely confi rmed the proposed conceptual framework, this study ' s results revealed The factor-based structure of the model proved to be reliable (Bartlette 2 test = 5257.283( P < 0.00) and KMO = 0.936) for the measurement of the human -pet relationship. This fi nding demonstrated that the data were suitable for factor-based analysis. This calculation was followed by a utilization of the principal component method with varimax rotation, where the components with Eigenvalues greater than 1.0 were retained. The analysis revealed that after three rounds of deletion, 72.60 per cent of the variance can be attributed to three factors, which are defi ned as follows: attachment, interaction and human substitute (see Table 1 ).
Factor 1: Attachment : Referring to the degree of affection shared between the two parties, attachment measures one of the three dimensions of the human -pet relationship. Statements like ' Owning a pet has helped my health ' and ' I consider my pet to be a great companion ' best describe this dimension, as these statements have loadings ranged of 0.85 -0.84. In other words, this study ' s examination of attachment revealed that the pet ' s emotional benefi ts are linked to its owner.
Factor 2: Interaction : This factor explicates the cognitive and behavioral steps that the owners took to incorporate pets into their social network, which includes family and friends. In the context of this study, the key statements that describe interaction are ' I play with my pet quite often ' and ' I often take my pet along when I visit my friends and relatives ' . The loading ranged from 0.88 to 0.76.
Factor 3: Human substitute : This factor shows the owners ' attitude to their pets and the steps the owners took to anthropomorphize their pets. In other words, human substitute refers to the owner ' s tendency to attribute human characteristics to his or her animal companions.
In the context of this study, the sample statements included were ' Quite often I confi ded in my pet ' and ' I love my pet because it never judges me ' . The loading ranged from 0.80 to 0.77.
After analyzing the human -pet relationship, the owner ' s consumption values, informationgathering methods and retail selection preferences were examined through a similar approach to determine whether each factor was suitable for analysis. This study ' s examination confi rmed that each factor was indeed viable. The criteria for these factors and Cronbach ' s for each can be found in Table 1 . Following the two-step approach recommended by Anderson and Gerbing, 71 after exploratory factor analysis (EFA), this study employed a confi rmatory factor analysis (CFA) to understand whether the underlying structure could form a tenable measurement model of the construct (although with any necessary modifi cations and adjustments). It should be noted that the data used in this study were standardized before the EFA was performed. Table 2 shows the CFA results average variance extracted ranged from 0.53 to 0.83, which is higher than Fornell and Larcker ' s 74 recommended value (that is, 0.50). In addition, this study ' s composite reliability ranged from 0.7663 to 0.9071, which is also greater than Fornell and Larcker ' s 74 suggested value (that is, 0.60). Lastly, this article ' s model had a good fi t, as for the 11 dimensions, 2 / df = 3.575, CFI = 0.900 and RMESA = 0.067. 75 To identify different groups of pet owners, the factor scores for each respondent were used to cluster the owners into market segments. These scores have been standardized before the cluster analysis. In this study, the focus of the cluster analysis was on the comparison of cases in accordance with the natural relationships between the hypothesized human -pet relationship dimensions and the consumption-related factors. An initial hierarchical clustering procedure was employed to obtain a viable number of clusters and seed points for a k -means cluster analysis. To identify the appropriate number of clusters, this study partitioned the respondents by a hierarchical procedure. Ward ' s method of minimum variance was used to check the cluster differences in each stage of the combination and to maximize homogeneity and heterogeneity within and between the clusters, respectively. The results, which were validated using non-hierarchical k-means clustering, strongly suggested the presence of three clusters. The k-means cluster membership was identical to Ward ' s membership for 99.8 per cent of the cases. 57, 76 In accordance with the conventional criteria for segmenting pet owners ' consumption behaviors based on previous literature and this study ' s framework, the three emerging clusters were distinct from one another (as shown in Table 3 ). In addition to their distinctive characteristics, the clusters were large enough to be managerially useful, and they provided operational data that were practical, usable and readily translatable into strategy. 77, 78 Once the clusters were identifi ed, a discriminant analysis was used to check the cluster groupings. 75, 79 Overall, 99.8 per cent of the cases were assigned to their correct groups, which validated the results of the cluster analysis. Next, a post-hoc analysis conducted through the Scheffe method was applied to differentiate these clusters. The standardized mean of each cluster ' s dimensions can be found in Table 4 . This study ' s interpretation of the results started with a set of ANOVAs. This article ' s fi ndings showed that consumption values, information search behaviors and retail selection preferences help explain the differences across the three clusters. 80 On the basis of this study ' s analysis, Cluster 2 (attachment) has a higher score in most dimensions, including valuing service ' s quality and epistemic value, with the sole exception of broadcast media usage. In addition, Cluster 3 (interaction) scored low in most areas, with the exception of service ' s social value, service ' s functional (economical) value and reliance on the broadcast media while searching for information. Lastly, Cluster 1 (human substitute) had mixed results. Having presented the analytical method and the initial fi ndings, the next section will elaborate the three segments of pet owners, including their consumption characteristics, in the next section ( Table 5 ) .
DISCUSSION AND IMPLICATIONS
By examining human -pet relationships, consumption values, information search and retail selection methods, a deeper understanding of how consumers choose pet-related services has been gained. On the basis of this article ' s fi ndings, three market segments, which are generally consistent with this study ' s review of the three different types of human -pet relationships, have surfaced. Marketing practitioners can tailor the appropriate marketing strategy while targeting each segment. In the following sections, this study presents the characteristics of each segment and follows up by analyzing potentially effective targeting strategies.
Cluster 1: Anthropomorphic owners who value quality
This cluster comprised 27.6 per cent of this study ' s sample. In terms of age distribution, the owners of Cluster 1 are quite similar with the rest of the population, except that slightly more participants are concentrated between the ages of 20 -29 years old and 50 -59 years old than usual . As for their socioeconomic characteristics, these owners have the highest educational degrees and the greatest disposable incomes. When compared with the other two groups ' consumption characteristics, owners from this cluster scored the medium on six out of ten characteristics. These owners have a rather balanced approach when it comes to treating their pets. Owners in this group scored the highest in the human substitute factor as well. In other words, they have anthropomorphic attitudes toward their pets and believe that pets should be treated as semi-dependent humans (similar to the roles of young children). For this reason, when purchasing services for pets, these owners place heavy emphasis on superior quality and epistemic value. The strong emphasis on quality can be expected given that these owners have ample fi nancial resources and perceive their animal companions as children. Second, these consumers ' desire for high epistemic value can stem from their superior fi nancial ability, which leads them to try new services. Third, among the three groups, these owners have the least amount of concern for a service ' s social value. This study ' s interpretation suggests that these owners view animal companionship as an intimate relationship that should be restricted to a small social or family network.
With regard to their information search behaviors, Cluster 1 owners place a moderate emphasis on print media, which they regard as more informative than other types of media. In all likelihood, these owners regard the information in newspapers as more informative, whereas the content in magazines has other qualities. In addition, they also search for information through the Internet. This preference may be because the Internet contains a range of information and some content can be novel and entertaining. These preferences are consistent with their consumption values, which highlight novelty and quality. They also tend to prioritize convenience with regard to their selection of providers, although they have little concern for the economical value and variety of services. The desire to look for channels and services that are convenient and have superior quality may stem from these owners ' higher disposable incomes and from the fact that many are not their pets ' primary caretakers. Given the characteristics and backgrounds of these owners, the opportunities in this segment are lucrative for marketers. Not only do Cluster 1 owners have the motivation to treat their pets well, but they also have the fi nancial resources to do so. Moreover, this segment, though the smallest of the three, is still reasonably large. To appeal to these owners, providers need to view the consumer ' s pet as a human customer. In addition, the quality and novelty of their services should be emphasized. However, service providers should not underestimate these consumers, as they can be demanding due to their perceptions of their animal companions as family members. In addition, they tend to be experienced and informed shoppers, which may bring other diffi culties to providers ' interactions with these customers.
Cluster 2: Attached owners who seek a service ' s epistemic value
This cluster comprised 36 per cent of the sample. Most of the owners in this cluster are between 20 and 39 years old, and this cluster had the highest proportion of this age group of the three clusters. In addition, this group consists of the highest percentage of female participants. As for these participants ' socioeconomic backgrounds, many of them work in the public and service sectors. Their income lies in between those of the other two groups, and their education level is the highest of the three groups. In addition, the percentage of owners in this cluster who identifi ed themselves as their pet ' s primary caretaker is the highest of the three groups.
Among the three value dimensions, this group scored the highest on attachment. According to anthrozoologists, such as Stallones et al , 8 pet attachment can provide an indication of how an owner will treat his / her pet. Higher levels of pet attachment will usually lead owners to treat their pets better. 5 This is supported by this study ' s results. In terms of consumption characteristics, these owners scored the highest on eight out ten consumption characteristics, except for functional value (economic) and information searchbroadcast media. By considering the literature on pet attachment, there is a consistency between these owners ' relationships with their pets, their above average socioeconomic backgrounds and how they treat their pets.
Because they have some disposable income and they are attached to their pets, their emphasis is on service quality. In addition to quality, owners in this cluster look for offers that can provide epistemic value. One possible explanation gleaned from this study ' s qualitative and quantitative research is that some participants want their pets to be able to experience services that are both novel and fulfi lling. The emphasis these owners place on these consumption values is coherent with their shopping and information searching behavior. Overall, they look for shops and information sources that are credible and novel. Nevertheless, the ability of pet shops to provide value for money is also important for them. To be more specifi c, with regard to this group ' s information search behaviors, Cluster 2 owners will actively search for relevant information using the Internet and print media. They scored the highest in both categories. Considering their attachment to their pets and their desire for high-quality and novel services, these pet owners would naturally gather information via Internet (which is regarded as having a wide range of information) and rely on print media (which is generally considered to have higher quality of information than the Internet). Last but not least, when selecting their retail options, these owners underline the importance of variety, economy and convenience. This study ' s interpretation suggests that stores with a variety of options will be more likely to provide services that are both high-quality and novel. Furthermore, because these owners ' incomes are average, economy and convenience are both favorable attributes, as consuming these services will not cause extra fi nancial burdens to the pet owners.
To appeal to this cluster of pet owners, a variety of marketing strategies can be adopted because these owners ' top priority is to be more attached to their pets. Service providers can highlight the superior quality and unique attributes of their services and thereby help strengthen the relationship between owner and pet. In addition, marketers for pet-related services can rely on print media and the Internet to communicate with this segment of consumers because these owners will actively search for the information that they need. However, marketers should be aware that this cluster ' s growth potential can be limited, as the participants are informed consumers with average incomes.
Cluster 3: Owners who look for interaction and a service ' s functional (economical) value Comprising 36.3 per cent of the sample, this cluster is the largest of the three groups and includes primarily consumers who are between 40 and 59 years old or less than 20 years old. Furthermore, this group has the highest percentage of male participants. In terms of their socioeconomic background, this group contains the largest portion of homemakers, students and freelancers, and their average income and education level are the lowest among the three groups. Except for functional value (economic), social value and information search -broadcast media, these owners scored the lowest on the remaining seven consumption characteristics.
After examining the data gathered from these owners, their relationships with their pets were found to be generally consistent with their consumption values and behavior. To elaborate, because the lifestyles and work schedules of these participants are more fl exible yet more isolated than those of the other two groups, Cluster 3 owners value their interactions with their pets more than do the other two groups. This fi nding fi ts the interaction dimension of pet ownership to be found in the literature. Due to their emphasis on interaction, this group of participants focuses on the social value of the services they purchase. In other words, the capacity to enhance the animal companion ' s interactions with both the owner and the owner ' s social network will be the crucial determinant behind the owner ' s purchasing decisions. Because their income is the lowest of the three groups and they desire social value in their purchases, these owners have less concern for the quality and epistemic value of a service in comparison to the other two groups. Compared with the other two groups, they place more emphasis on the economical value of a pet service.
In terms of media consumption patterns, this group relies on the broadcast media more than the other two groups. This channel is more passive than print media. 63 As for the methods used to select service providers, this group does not have a strong opinion regarding the convenience or variety of offers that a shop may have. Moreover, they also do not place signifi cant emphasis on whether the shop is economical. To summarize, although pet owners in this cluster like to interact with their dogs, they have less concern for retail shop characteristics and petrelated information sources compared with owners from other groups. The fact that a higher percentage of owners in this cluster are young students, have less income, and are not very attached to their dogs may also contribute to their consumption behavior. These behavioral patterns are consistent with one another and with this study ' s fi ndings that a higher percentage of owners within this group are not the pet ' s primary caretakers or secondary caretakers.
Because this group of owners is the largest of the three, Cluster 3 presents signifi cant opportunities for pet-related service providers. These opportunities are magnifi ed by the simplicity of this segment, as these owners primarily seek services that are economical and can enrich their pet ' s ability to interact with them or empower the animal companions ' capacity to become a social mediator between the owner and his or her social environment. However, targeting this group has its challenges because they are only responsive to broadcast media and do not display any signifi cant preferences when selecting service providers. Furthermore, they have limited fi nancial resources to spend on pets.
FUTURE STUDIES, LIMITATIONS AND CONCLUSIONS
In conclusion, this research proposes that the type of relationship between owners and pets can be used to derive clusters of consumption values and behaviors. Through the use of multiple petservices, this study established that human -pet relationships have a diverse effect and that owners do indeed differ regarding their consumption values, information search behaviors and retail selection preferences. On the basis of this article ' s fi ndings, service providers and marketing strategists need to recognize the relative signifi cance of certain aspects of their service offerings when targeting different types of pet owners. The contributions of this research are as follows. First, this study proposes a segmentation framework to examine when service consumption is made for the third party (for example, dependent) to use by considering relationship dimensions. With modifi cations, this study ' s model can be applied to other relationship contexts. This provides further insight into segmentation strategy as Dibb 21 and Foedermayr and Diamantopoulos 23 suggested. Second, this article segments pet owners into three distinct groups based on their demographic and socioeconomic background. Third, each group ' s unique consumption values, information search behaviors and retail selection preferences are also identifi ed. Fourth, consumption values, which have traditionally been used to describe the consumption of physical products, have been applied to service-based products. Fifth, this research examined the pet ' s infl uence on the owner, which is different from children ' s impact on their parents because children can express their views vocally and actively, whereas pets cannot. Lastly, implications on targeting each segment strategically have been proposed to scholars and practitioners.
Although this research has divided pet owners into three segments and identifi ed each cluster ' s unique consumption values and behaviors, there are some limitations that may provide directions for future studies. Due to this study ' s sampling method, the participants are likely to stem from urban or suburban areas. Although this procedure and sample selection method fi t this study ' s defi nition of pets and pet ' s roles in modern families, future research can apply this article ' s framework to include owners who live in rural areas as well. Because dogs and cats in rural areas often have utility functions, such as guarding properties and catching rats, their owners may want economical pet products and services. Consequently, the question of whether rural inhabitants form a distinctive new segment remains to be explored. Scholars can also examine this study ' s results by recruiting owners from other cultures to improve the generalizibility of this research.
